and a sense of belonging to the relationship which it indirectly causes a sense of belonging to the organization (Sin et al., 2002 ).
SOCIAL BONDS
Social bonds connect and hold a buyer and seller closely together (Han, 1991) , this bond serves to continue in the relationship, and represent the degree of mutual friendship and liking shared by the buyer and seller (Wilson, 1995) . (Bagozzi, 1978) notes that social bond can be seen as an instrument that adds value to the dyadic seller -buyer by addressing the needs that the buyer has for a close personal relationship with the supplier.
It represents a marketing activity where the outcomes of exchange may depend on bargaining, negotiation, power, conflict, and shared meaning between buyer and seller (Bagozzi, 1978) . Wilson (1995) emphasizes that value shared between dyadic can serves to improve the relationship, subsequently that they each can add more advantage from collaboration. Wilson (1995) advises that value creation brings the two closer and that the outcome of this closeness is that the parties are less able to find a suitable replacement. And he says "that value is produced in many different ways, which can include an enhance in social bonding." It is our contention that the performance of the service is enhanced when a social bond exists between the salesperson and the customer, and that this bond adds value to the relationship between the parties by distinguishing the service encounter in such a way that leads to customer satisfaction. Berry (1995) agrees by suggesting that value-adding benefits provided by the vendor firm provide the basis for an immutable and continuing relationship.
STRUCTURAL BOND:
Structural bond in a buyer-seller exchange relationship can come with and from economic effects for that relationship. These effects are due to increased efficiency and effectiveness in operations and value-creation shared by both partners. This bond is forged when two organizations is adapted to the other in a technical way, such as when adjusting a product or process. The benefits of a marketing exchange depend on the ability of each prospective supplier to create and sustain a competitive advantage over all other competitors" (Day & Wensley 1983 . Structural bond refer to the bonds related to structure, control, and institutionalization of norms of the relationship, the rules, policies, procedures or agreement that provides a formal structure to the relationship; All these actions can provide psychological, legal or physical link that connects the part of the relationship and making it difficult to substitution partners exchange. Structural bonding can be defined as applying, tactical relationship marketing that generate value to the customer and either engage investments by the buyer that cannot be returned if the relationship ends, and/or may be expensive if the buyers must provide this service themselves if they change sources" (Turnbull & Wilson 1989 ).
MARKETING ETHICAL DIMENSION:
P. E. Murphy et al. (2007) theorized that Relationship Marketing is basically an ethical matter because a moral foundation is key to enduring relationships. They approved multiple ethical variables, but they anticipated the use of "virtue ethics" founded on good ethical practice. They posited that there are three basic virtue ethics in RM, trust, commitment, and diligence-that focus on personals and organizations rather than problems or dilemmas. Is an additional criterion that Murphy et al (2007) formulate These authors characterize diligence as the effort or persevering application of an actor to maintain a relationship. And they conclude that: companies that exhibit diligence will foster ethical RM." To justify their opinion they argue that "if they were unethical, the relationship would likely fall apart". The key ethical principles of trust, equity, responsibility, and commitment build customer loyalty toward the supplier (Gundlach & Murphy, 1993 ).
TRUST AND COMMITMENT
Trust is seen as the key virtue that allows exchanges to move from transactional to relational. Trust has been defined and identified as the required antecedent to commitment (Morgan & Hunt, 1994) . Diligence is the effort that is put into the relationship to keep the trust and commitment active. P. E. Murphy et al. proposed that application of the virtue ethics can exist only in an organization that is customer-centric and values dialogue, collaboration, and partnership with customers.
EQUITY
Adopted by ( Admas 1963 Homans, 1961 Walster et al., 1978) ) in Equity theory offers appropriate support for investigating the creation and appropriation of value in dyadic relationship. With reference in social psychology, equity theory gives explanation to the sharing of outcomes in interpersonal and inter-organizational relationships. Equity theory obtains practical support from different research fields (Austin & Walster, 1975) (Adams, 1965) anticipated that the central principle of fair share is that outcomes must be proportional to an individual's contributions. However, other allocation norms exist that can be suitable at other times. Social exchanges frequently involve judgments of justice. A large amount of justice study has paying attention on perceptions of distributive fairness, which is the intuitive evaluation of outcomes as being just or unjust. Procedural fairness has also been examined as a relational dimension_ that is, as an indication of the social links between individuals and the groups they belong to. (Bies & Moag, 1986) Suggested that this relational aspect should be considered as an in-dependent dimension of fairness, and described it interactional fairness. A key dimensions of interactional fairness are truth fullness (Bies and Moag, 1986) , friendliness, interest, honesty (Clemmer, 1993) , and effort to resolve the conflict (Folkes, 1984; Mohr & Bitner, 1995) . The procedural fairness considered as an antecedent of satisfaction.
RELATIONSHIP VALUE AS SOURCE OF DIFFERENTIATION:
Fournier and, al identified for more analysis of the value foundations of relationship marketing. Several articles have examined the notion of value and ethics in relationship marketing: the ethical and legal foundations of relational exchange (Gundlach & Murphy, 1993) , relational norms can lead to both positive economic self interest as well as commitment and satisfaction outcomes (Joshi, 1994); trust worthiness promise keeping and justice are keys to understanding Relationship marking (Soellner, 1996) H1. Structural bond has significant influence on value relationship H2. Social bond has considerable influence on value relationship
III. MODEL AND HYPOTHESES

FIG.1 Research model
RELATIONAL BOND AND VALUE RELATIONSHIP
EQUITY AND VALUE RELATIONSHIP
Equity of the distribution the profits or the losses, between the parties in the objective to maintaining a long-term relationship considered as source of fairness in the dyadic relationship.
Is the perceived fairness, Goodwin & Ross (1992) established a relative link between customer perceptions of fairness and value of the service received.
H3. Perceived equity has significant influence on value relationship.
EQUITY AND SATISFACTION
The marketing literature indicates that equity has considered as en essential antecedent of satisfaction (Oliver, 1993) empirically studies have shown that customer equity perceptions impact the level of customer satisfaction (Hellier et al., 2003) .
H.4 Equity has significant influence on buyer satisfaction
SATISFACTION AND VALUE RELATIONSHIP
Satisfaction is an emotional response to the judgment of a seller (Babin & Griffin, 1998). We recommended that value perceptions contain particularly salient and indicative information that buyers utilize when apprising a seller. Additionally, over time, as buyers refine this appraisal, customer value will continue to influence satisfaction and may even become more influential as other less diagnostic information is devalued. Both the investment model and social exchange theory identified that outcome values (i.e., benefits received minus costs paid) of the current relationship positively influence satisfaction. H6: Relational satisfaction has a significant impact on commitment
TRUST AND VALUE RELATIONSHIP
The trust is defined as the expectation that one can rely on an actor to complete its obligations; it will behave predictably and will act and negotiate fairly in the case of opportunism. Buyer relationship outcome can only increase when the buyer has "confidence in an exchange partner"s reliability and integrity" (Morgan & Hunt 1994, p. 23) . Safety, credibility and security are believed to reduce the sacrifice for the buyer in a collaboration and therefore lead to superior value (Ravald & Grönroos 1996). Superior relational trust leads to positive results and helps generate outcome in ways that a transactional relationship could not effectively create or share among partners (Palmatier et al., 2006) . As a result, we suppose the following:
H7. Relational trust has considerable influence on value relationship.
VALUE RELATIONSHIP AND COMMITMENT
In our study we defined buyer commitment as the intention of a buyer to maintain a continuity of relationship with a sellers. We suppose that a buyer"s want to involve with a seller in future is fundamentally based on positive experience and positive judgment with the past relationship. Social exchange theory argues that the intention to stay with an exchange partner depends on how the partners perceive reward and cost (Homans 1958 ). So we consider buyer relationship value as a fundamental antecedent of commitment and suppose the subsequent: H.8 Values relationship has considerable influence on buyer commitment
IV. Research design and methodology
RESEARCH CONTEXT.
Morocco"s small and medium-sized enterprises (SMEs) have been the goal of a large set of initiatives in recent years by a diversity of public and private institutions to assist develop SME admission to financial support and ability building. Today the economic and industrial fabric of each country depends on the performance of its SME-SMIs. They are pivotal, firstly as effective economic players, secondly as either upstream or downstream partners to major companies. In Morocco the growth of SME-SMIs is undeniably slow. This has led public policy to implement a set of institutional measures over the last few years to incite, support and encourage the most dynamic SMEs. These supportive measures, even though important and necessary, have had a limited effect. The current economic situation confirms the decadence of the Moroccan industrial sector and the continuing degradation of exports due to a loss of competitiveness of the SMEs as opposed to importers. The admission to financial support by banks is still restricted because of the protection necessary. In order for these SMEs to remain a motor for expansion it is important to sustain their relationship with the supplier specifically their Bank as provider services for get hold of value relationship. The intention of this paper is to comprehend the different dimensions to maintain their relationship. The financial service offered the environment in which to test the study hypotheses. To improve the validity of the measurements, a number of steps were used. A rigorous study of the literature may be identifying dimensions for the related constructs. Wherever possible, existing measures that had been used in precedent works were adopted. The questionnaire was iteratively modified according to reaction received from the managers. A pilot test was accomplished among Moroccan SMEs. The questionnaire was further revised based on the data provided by the pilot test.
MEASURES
Overall 0.07). To assess the constructs, we conducted confirmatory factor analysis (CFA) using AMOS. Based on the CFA results, establishing the validity component of a measure involves two elements: convergent validity and discriminant validity (Campbell & Fiske, 1959) . We analyzed convergent validity, discriminant validity, and reliability of all the multiple-item scales, following the guidelines from previous literature (Fornell, Larcker, 1981; Gefen, Straub, 2005) . The means, standard deviations, inter-construct correlations and square-root of average-variance-extracted (AVE) scores are reported in Table2. All pairs of inter-construct correlations are positive and significant (p < 0.05). The means range from 2.56 to 3.60 (out of 5.0), and corresponding standard deviations range from 0.83 to 0.98. Multicollinearity diagnostics did not signal a serious Threat in the data.
the reliability of the four latent factors is considered acceptable, as the Cronbach"s Alpha and the composite reliability coefficients offer values which, in all cases, are appreciably higher than the recommended value of 0.7 (Bagozzi, Yi, 1988). Reliability was assessed in terms of composite reliability, which measures the degree to which items are free from random error and therefore yield consistent results. Composite reliabilities in our measurement model ranged from 0.71 to 0.86 (see Table 2 , above the recommended cutoff of 0.70 (Fornell, Larcker, 1981 ). Discriminant validity was tested by comparing the average variance extracted by each construct to the shared variance between the construct and all other variables. For each comparison, the explained variance exceeded all combinations of shared variance (see Table 1 ). The estimated correlation matrix between the constructs is shown in Table 2 . Hence, discriminant validity is deemed acceptable in the current study. Table 2 shows the inter-construct correlations off the diagonal of the matrix. Comparing all the correlations and square roots of AVEs shown on the diagonal, the results indicated adequate discriminant validity. Finally, all factor measurement model of the current study (analyzed using confirmatory factor analysis in SEM) reveals an acceptable fit to data, that is, χ2/ df = 2, 80< 3, p < 0.05, TLI = 0.98, CFI = 0.94, SRMR = 0.034, RMSEA = 0.07. Thus, adequate construct validity can be assumed in the current study. 
Table1. Means, standard deviations, scale reliability, AVE and correlations
V. Managerial Implications
Several important managerial implications come from our practical findings for managers. For sellers, buyers, customer relationships in general present direct income impact and should hence be guarded and stabilized. For doing consequently, attractive relationship value for their buyers is more useful than growing switching costs. Social, structural, equity and trust as positive impact on value relationship, as an ethical dimension, an important implication suggests that the relational bond both social and structural between dyad has a significant effect on the relational outcome resulting from dyadic exchange. Bonding makes easy direct profits through the diminution of the overall costs. This is possible because the social and structural bond assists to manage activities and avoids problems at the point of sale. Refer to revious research has produced a positive association between structural bonding strategies and outcomes Gounaris, 2005; Palmatier, Dant, & al., 2006). Gundlach & Murphy (1993) identified the relation between ethical dimensions and value in relational exchange. Have exposed that the commitment of a buyer to a seller is considerably influenced when the buyer perceived superior value,, and is satisfied with precedent contact. The relationship equity impacts significantly on buyer"s satisfaction and satisfaction impact value relationship. Confidently, it suggests that the firm has to foster relationship equity by maintaining relationship with customers that will help customers stick to the firm.
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